Fujiwara and Nagasawa [1] verified differences in the degree of effect of the four psychological factors 1 that constituted Japanese people's preference for luxury brands 2 on the development of purchase intentions for luxury food and car brands 3 . This study is related to the study mentioned above and verifies the effects of consumers' personality traits on purchase intentions for these luxury brands. It uses a personality trait classification method called the "Big Five personality traits" to perform an empirical analysis of the way that the five dimensions of personality traits 4 influence purchase intentions for each brand. As a result, it suggests 1) that the purchase intentions of emotionally unstable consumers with a high dimension of Neuroticism for FERRARI and PORSCHE are significantly lower than those with a low dimension of Neuroticism and 2) that the purchase intentions of consumers who are highly devoted to art and have a high dimension of Openness to Experience for DOM PERIGNON, FERRARI, ROLLS-ROYCE and PORSCHE are significantly higher than those with a low dimension of Openness to Experience.
Introduction
Fujiwara and Nagasawa [1] examine the strong preference among Japanese people for luxury brands and make a comparative analysis of the psychological factors that influence the development of purchase intentions and how they differ between the food and car luxury brands (GODIVA, TORAYA, DOM PERIGNON, FERRARI, ROLLS-ROYCE and PORSCHE). As a result of empirical analysis using multiple regression analysis, their study suggests the following four points: 1) Differentiation from Others is an important factor in developing purchase intentions for both food and car luxury brands and is a particularly important factor for cars; 2) Conformity to Group Norms is not an important factor in developing purchase intentions for both food and car luxury brands in which consumers continue to feel a sense of rarity; 3) Avoiding Cognitive Dissonance is an important factor in developing purchase intentions for both food and car luxury brands; 4) Quality Evaluation is an important factor in developing purchase intentions for food luxury brands only.
This study is related to the study mentioned above and probes into the effects of different natures of consumers (which refer to differences in personal traits in this study) on their purchase intentions for the six brands listed above. The objective of the study is to demonstrate through empirical analysis what purchase intentions consumers with particular personal traits will show toward these brands.
As for the classification of personality traits, the Big Five personality traits, which have received much attention in recent years, have been used. This model explains personality traits using five factors, namely Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness to Experience. For more information about this model, see Murakami and Murakami [3] 5 .
Previous Studies and the Purpose of This Research
Many researchers have pointed out that consumers' preference for luxury brands is developed by a variety of psychological factors (Vigneron and Johnson [4] ). However, most of these studies only identify psychological factors for luxury brand loyalty and fail to closely examine the effects of psychological factors on purchase intentions. Therefore, Fujiwara and Nagasawa [1] obtained the four suggestions shown in the previous chapter by performing multiple regression analysis with purchase intentions for luxury food and car brands as explained variables, and four psychological factors (Differentiation from Others, Conformity to Group Norms, Avoiding Cognitive Dissonance, Quality Evaluation) as explanatory variables. This indicated the general and specific characteristics of the strong effects of psychological factors that develop purchase intentions among different product categories. Fujiwara's and Nagasawa's study did not consider the different natures of consumers on their purchase intentions. For this reason, this study adds the different natures of consumers as a new perspective for closer examination.
Validation Methods and Hypotheses
A questionnaire survey was conducted for the same subjects as in Fujiwara and Nagasawa [1] 6 , and therefore, for more details, their paper should be referred to. This chapter explains about the Big Five personal traits, a new perspective used in this study, which probes into the different natures of consumers, and describes the personality trait classification method that the study applies to its subjects.
Validation Methods
As for the classification of personality traits, the Big Five personality traits will be used. The Big Five personality traits is a theory that has organized the various constructs on personality traits which have been used in the past into a framework consisting of five factors, namely Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness to Experience [5] .
This paper utilizes the TIPI-J (Japanese Version of Ten Item Personality Inventory) ( Table 1) , which was developed by Oshio et al. [6] as a scale for measuring the Big Five factors. The questions were to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly agree). After reverse scoring the questions, the scores for each factor were added up and the totals were divided into the upper 25% and the lower 25% by using quartiles 7 . Then, the two groups were assigned as the high and low quartiles. The results of the surveys are shown in This paper uses t-tests to analyze the differences among the average of purchase intentions for the brands surveyed in the high-and low-quartiles shown in Figure 1 and verifies the validity of the hypotheses by confirming significant differences between them. As in Fujiwara and Nagasawa [1] , the three luxury food and car brands surveyed are GODIVA, TORAYA and DOM PERIGNON and FERRARI, ROLLS-ROYCE and PORSCHE, respectively. Since these three food brands are mostly used for gifts as indicated in the survey conducted by Fujiwara and Nagasawa [1] , the questionnaire survey asked about purchase intentions on the assumption that they were used for gifts. The questions were also to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly agree).
Hypotheses
With respect to the Big Five personality traits, many studies have been accumulated in the field of psychology in various countries of the world. Based on knowledge of the characteristics of personality trait dimensions that has been obtained up to now, this paper builds hypotheses by surmising their effects on purchase intentions for the brands surveyed.
Hypotheses on the Effect of Extraversion
Murakami and Murakami [3] cite being shy and poor at socializing as examples of personality traits of those with a low dimension of Extraversion. On the other hand, they mention liking to socialize as an example of a personality trait of those with a high dimension of Extraversion. From this information, the factors of personality traits that are considered to affect purchase intentions for the six brands surveyed cannot be identified. Thus, the following hypotheses should hold true.
Hypothesis 1: Extraversion does not influence purchase intentions for the three food brands surveyed. Hypothesis 2: Extraversion does not influence purchase intentions for the three car brands surveyed.
Hypotheses on the Effect of Agreeableness
Murakami and Murakami [3] cite being selfish and stubborn as examples of personality traits of those with a low dimension of Agreeableness. On the other hand, they mention being kind and honest as examples of personality traits of those with a high dimension of Agreeableness. From this information, the factors of personality traits that are considered to affect purchase intentions for the six brands surveyed cannot be identified. Thus, the following hypotheses should hold true. Hypothesis 3: Agreeableness does not influence purchase intentions for the three food brands surveyed. Hypothesis 4: Agreeableness does not influence purchase intentions for the three car brands surveyed.
Hypotheses on the Effect of Conscientiousness
Murakami and Murakami [3] cite being lazy and careless about money as examples of personality traits of those with a low dimension of Conscientiousness. On the other hand, they mention being energetic toward everything and methodical as examples of personality traits of those with a high dimension of Conscientiousness. It can be inferred that carelessness about money as pointed out above leads to high purchase intentions for both luxury food and car brands. Thus, the following hypotheses should hold true. Hypothesis 5: The low quartile of Conscientiousness shows higher purchase intentions for the three food brands surveyed than the high quartile.
Hypothesis 6: The low quartile of Conscientiousness shows higher purchase intentions for the three car brands surveyed than the high quartile.
Hypotheses on the Effect of Neuroticism
Murakami and Murakami [3] cite being mild-tempered and rational as examples of personality traits of those with a low dimension of Neuroticism. On the other hand, they mention being emotionally unstable and always irritated as examples of personality traits of those with a high dimension of Neuroticism. From this information, the factors of personality traits that are considered to affect purchase intentions cannot be identified. Thus, the following hypotheses should hold true.
Hypothesis 7: Neuroticism does not influence purchase intentions for the three food brands surveyed. Hypothesis 8: Neuroticism does not influence purchase intentions for the three car brands surveyed.
Hypotheses on the Effect of Openness to Experience
Murakami and Murakami [3] cite being poor at thinking and lacking in imagination as examples of personality traits of those with a low dimension of Openness to Experience. On the other hand, they mention being intelligent and highly devoted to art as examples of personality traits of those with a high dimension of Openness to Experience. It can be inferred that devotion to art as pointed out above affects purchase intentions for luxury brands. The reason for this is that many luxury brands work out a strategy to ensure that they are perceived as works of art. Kapfere [7] , indicating that art is strikingly pervasive in the field of luxury goods, presents examples in which Louis Vuitton makes the most of artists like Stephen Sprouse and Takashi Murakami. It can also be confirmed that the three food brands surveyed by this study produce artistic effects in areas such as the atmosphere of stores, product displays at stores, and product packaging. Similarly, with the three car brands, the unique beauty of the body's form created by original shapes could be considered as artistic. Thus, the following hypotheses should hold true. Hypothesis 9: The high quartile of Openness to Experience shows higher purchase intentions for the three food brands surveyed than the low quartile.
Hypothesis 10: The high quartile of Openness to Experience shows higher purchase intentions for the three car brands surveyed than the low quartile.
Hypothesis Tests

Observations on the Effect of Extraversion
The results of purchase intentions t-tests for the six brands surveyed in the high and low quartiles of the Extraversion dimension are shown in Table 2 . Significant differences were not confirmed between the two quartiles, suggesting as hypothesized that this dimension does not affect purchase intentions. Therefore, the results supported Hypothesis 1•2.
Observations on the Effect of Agreeableness
The results of purchase intention t-tests for the six brands surveyed in the high and low quartiles of the Agreeableness dimension are shown in Table 3 . Significant differences were not confirmed between the two quartiles, suggesting as hypothesized that this dimension does not affect purchase intentions. Therefore, the results supported Hypothesis 3•4. 
Observations on the Effect of Conscientiousness
The results of purchase intention t-tests for the six brands surveyed in the high and low quartiles of the Conscientiousness dimension are shown in Table 4 . Significant differences were not confirmed between the two quartiles, suggesting against the hypothesis that this dimension does not affect purchase intentions. Therefore, the results did not support Hypothesis 5•6. The hypothesis assumed that carelessness about money, a personality trait of the low quartile of Conscientiousness, has positive effects on purchase intentions for luxury brands. The reason this hypothesis was not supported is that carelessness can be interpreted as having negative effects on the psychology of finding value in the nobleness of luxury goods. Carelessness about money may have positive effects on purchase intentions for other goods (luxuries such as alcoholic drinks and cigarettes) that allow people to easily enjoy pleasure, though this study does not clarify such effects.
Observations on the Effect of Neuroticism
The results of purchase intention t-tests for the six brands surveyed in the high and low quartiles of the Neuroticism dimension are shown in Table 5 . Against the hypothesis, only for FERRARI and PORSCHE, the low quartile show significantly higher purchase intentions than the high quartile. Therefore, the results supported Hypothesis 7 and supported Hypothesis 8 partially.
In other words, FERRARI and PORSCHE are not supported by those with a high dimension of Neuroticism. The automobiles of these brands have flaws which are characteristic of luxury cars (Kapferer [8] ). Examples of such flaws are the shrill engine sounds and vibrations coming from the driver's seat. As described above, these flaws, which are at the opposite end of the spectrum from comfort, are unacceptable to those with a high dimension of Neuroticism who are emotionally unstable and always irritated. They can be interpreted as having negative effects on purchase intentions.
Observations on the Openness to Experience
The results of purchase intention t-tests for the six brands surveyed in the high and low quartiles of the Openness to Experience dimension are shown in Table 6 . Against the hypothesis, significant differences were not confirmed for GODIVA and TORAYA. Therefore, the results supported Hypothesis 9 partially and supported Hypothesis 10. Among the three food brands, DOM PERIGNON saw the high quartile of the Openness to Experience dimension show significantly higher purchase intentions than the low quartile as hypothesized. With respect to GODIVA and TORAYA, however, the high quartile of the Openness to Experience dimension shows higher purchase intentions, but significant differences were not shown against the hypothesis. This result can be interpreted as meaning that the artistic nature of GODIVA and TORAYA is not fully recognized by consumers.
As for the three car brands, as hypothesized, the high quartile of the Openness to Experience dimension shows significantly higher purchase intentions than the low quartile. This can be interpreted as meaning that these brands fully emphasize their artistic nature among consumers who are highly devoted to art, thereby succeeding in developing purchase intentions among them.
This result demonstrates the relationship between the development of purchase intentions for luxury brands and their artistic nature through empirical analysis. Table 7 summarizes the results of verification of the hypotheses validity. Table 8 summarizes the results of  Tables 2-6 . In particular, the substantial effects of the Openness to Experience dimension can be confirmed in Table 8 . Based on these results, the next chapter describes the conclusion of this study.
Analyses of Results
Discussion and Conclusions
This study verifies the effects of the dimensions of five personality traits classified using the Big Five personality traits on purchase intentions for luxury food and car brands through empirical analysis. The knowledge described below was obtained through this study.
1) Effects of the Neuroticism dimension on purchase intentions
The high quartile of Neuroticism, one dimension of the personality traits (emotionally unstable), shows significantly lower purchase intentions for FERRARI and PORSCHE than the low quartile. It can be inferred that the reason for this is that the flaws' characteristics of these luxury car brands (such as engine sounds and vibrations coming from the seat) are unacceptable to those in this personality trait group, having negative effects on their purchase intentions for the brands.
2) Effects of the Openness to Experience dimension on purchase intentions The high quartile of Openness to Experience, one dimension of the personality traits (highly devoted to art), 
H9
The high quartile of Openness to Experience shows higher purchase intentions for the three food brands surveyed than the low quartile.
Partially supports hypothesis
H10
The high quartile of Openness to Experience shows higher purchase intentions for the three car brands surveyed than the low quartile. Supports hypothesis Note: "L" and "H" have been added to the minimum and maximum values, respectively, among the ten groups for each brand. In addition, for personality traits that have significant differences between the average of the low and high quartiles, asterisks are added to any significantly high values according to the following standard: Significance Level shows significantly higher purchase intentions for DOM PERIGNON, FERRARI, ROLLS-ROYCE and PORSCHE than the low quartile. It can be surmised that the artistic nature of these brands is favourably evaluated by consumers who are highly devoted to art, succeeding in developing purchase intentions among them.
As shown in Table 8 , the high quartile of Openness to Experience shows the highest average of purchase intentions for all brands surveyed. It is pointed out that this dimension of personal traits is closely related to devotion to art, suggesting that Openness to Experience is a particularly important dimension when considering purchase intentions for luxury brands.
As far as the author knows, this study is the first paper that demonstrates the relationships between the artistic nature of luxury brands and purchase intentions for them through empirical analysis. This should be favorably evaluated as a contribution to studies in this field. On the other hand, this study does not clarify issues such as what methods luxury brands should use to emphasize their artistic nature and what aspects of their artistic nature are favorably evaluated by consumers. These issues need to be addressed in future studies.
